As the previous chapters have illustrated, in my estimation financialization is a process that ties together the actions and imaginaries that function in the highest reaches of the global economy with those operating in the quotidian spaces of daily life. While the financialized imagination at work in an arbitrage room at a Wall Street bank is very different from the everyday labour of financial virtuosity and survival extorted from the sub-prime subjects of the world, they are nonetheless connected. For one thing, they both rely, I am arguing, on a broader cultural ethos of speculation, risk management and neoliberal value, wherein reality, social life and labour are reduced not only to economic price, but to the calculation of future returns and the securitization of risk. Financialization drives but also depends on this transformation of culture, which finds its articulation throughout society.
Such an approach means that any simplistic understanding of the relationship of structure and agency is insufficient. We live in a moment when the global economy pivots on cultural practice: performative utterances of central bank chiefs and CEOs, the translation of unfathomable quantities of rapidly changing economic data into visualizations, the ephemeralities of "consumer confidence," the occult deliberations of credit rating agencies, and a multitude of individual subjective decisions about mortgages, about investments, and about debt. The structure of financialized capitalism relies on agency as never before.
In previous moments of capitalism, the system of accumulation might have been said to rely on the agency of its capitalist protagonists, something Marx identified as a key contradiction in the system (see Chapter 6): capitalists drive accumulation by their individual acquisitive actions and agency, yet must, in order to ensure the system's reproduction, cooperate as a class. In the industrial age in which Marx wrote, the agency of workers and other noncapitalists as individuals was largely irrelevant, except when that agency articulated itself as collective struggles that reclaimed value from capital. Today, however, something has changed. In an age of hyper-consumerism, ubiquitous debt and everyday financialization, the system as a whole relies on the agency of us "little people" in ways that are difficult to fully grasp. Yet this conscripted agency cannot merely be reduced to some sort of false consciousness, whereby the engines of capitalist ideology transform us all into drone-like automatons, mindlessly borrowing, consuming and returning to work. Rather, financialization relies on each of us cultivating a financialized subjectivity and articulating this with an acute and sophisticated virtuosity. Ironically, even in an age when the wealth gap between capitalists and workers has grown into an unimaginable gulf, the system's saturation of social life with the codes and logics of financialization means that we cannot ignore or dismiss the system's investment in cultural practice, everyday virtuosity and "structures of feeling."
As such, financialization gives us cause to revisit a tenacious distinction within the social sciences and humanities between structure and agency (c.f. Giddens 1984) . There are few places where such a debate has been more fraught, and with greater purported consequences, than in the question of children's culture. Yet most investigations of financialization have avoided this rich terrain, largely, because we assume that children, not yet being fully "functional" economic subjects, have little impact on or experience of financial ideas, practices or institutions. True enough, but it is my conjecture that we may discover the elemental traces of financialization even in children's culture, and in those traces find, in a uniquely telling form, some of the most important and elemental aspects of the processes of financialization and its complex and unique reliance on and transformation of agency.
In this chapter, I examine financialization, games and everyday life with reference to children's culture and, in particular, the phenomenon of Pokémon, that phenomenally successful brand of video
